The objective of this study is to determine the perception of retail service quality and its relationship with satisfaction for customers of hypermarkets in the Kingdom of Saudi Arabia (KSA). Data was collected through self-administered questionnaires using convenience sampling technique. Out of 220 responses, 185 were finally chosen and analyzed for descriptive statistics as well as significant relationship between hypermarket service quality and customer satisfaction. The respondents reported high levels of perceived quality and significant relationship was found between retail service quality dimensions and customer satisfaction. Out of all the dimensions of service quality, physical aspects had the maximum effect on customer satisfaction, which was attributed to the cultural traits and lifestyle of Saudi society. Retail service providers need to recognize the importance of service quality dimensions in order of their significance, and implement appropriate strategy for competitive advantage over domestic and international players vying for share of an expanding consumer base.
, wet markets and supermarkets (Bougoure & Lee, 2009) , websites (Iwaarden, Wiele, Ball, & Millen, 2003) , pest control, dry cleaning, and fast food (Cronin & Taylor, 1992; Lee & Ulgado, 1997; Jain & Gupta, 2004) .
Although SERVQUAL instrument is widely applied and valued by researchers and practitioners; potential difficulties have been identified with its conceptual foundation and empirical operationalization (Carman, 1990; Cronin & Taylor, 1992; Asubonteng, McCleary, & Swan, 1996; Jabnoun & Khalifa, 2005; Amin & Isa, 2008; Ladhari, 2009 ). In particular, critics have questioned whether the five generic dimensions of the scale and its psychometric properties are generically applicable in all service contexts. Researchers have suggested the customization of existing service quality scales depending on the business to which they are applied (Carman, 1990; Finn & Lamb, 1991; Spreng & Singh, 1993; Ladhari, 2009; Amin et al., 2013) , and a similar need was identified for retail sector.
Retail Service Quality
The retail service is based on activities, such as interaction, negotiation, and merchandizing that create an association between services and products during the service encounter process. This makes the service quality in retailing different from any other pure product or pure service environment (Gagliano & Hathcote, 1994; Mehta et al., 2000; Va´zquez et al., 2001; Finn, 2004) . In retail, it is important to look at quality from the perspective of services as well as goods, and derive a set of items that accurately measure this construct (Mehta et al., 2000) . These characteristics have led to the development of a performance-based retail service quality scale (RSQS) by Dabholkar et al. (1996) . Dabholkar et al. (1996) conducted a qualitative research using phenomenological interviews, exploratory depth interviews, and customer tracking in a store during the actual shopping experience. The findings were combined with the existing SERVQUAL model. The dimensions of service quality earlier proposed by Parasuraman et al. (1985 Parasuraman et al. ( , 1988 were improved to make them suitable for a retail environment. They opined that service quality in retail environment has a hierarchical factor structure with five dimensions: physical aspects, reliability, personal interaction, problem solving, and policy. The tangible dimension of SERVQUAL was replaced by comparable physical aspects in RSQS. Reliability had a similar connotation in both the scales. The third dimension of personal interaction in RSQS was a combination of responsiveness and assurance from SERVQUAL. Problem solving and policy were added to RSQS keeping in view the significance of service recovery and store policy for total quality of service. For the final version of RSQS, 17 items were adapted from SERVQUAL scale and 11 items were created based on literature review and research conducted by Dabholkar et al. (1996) . The total items in the RSQS scale were 28, which included 6 for physical aspects, 5 for reliability, 9 for personal interaction, 3 for problem solving, and 5 for policy. Dabholkar et al. (1996) tested the RSQS with department store customers in the US, and later in two store units of a departmental store involved in the first study. The model showed a fit in both the studies, and the scale was expected to be suitable for the study of retail businesses, such as departmental or specialty stores. Later, it was tested by researchers across countries and retail formats. Mehta et al. (2000) found RSQS appropriate among supermarket consumers in Singapore. In the following year, Siu and Cheung (2001) used RSQS to study department store in Hong Kong. Kim and Jin (2002) reported it to be useful to study the cultural context for discount stores across USA and South Korea. Siu and Chow (2003) used the adapted version proposed by Siu and Cheung (2001) and examined the service quality of a Japanese supermarket in Hong Kong. Kaul (2007) tested RSQS for apparel stores in India. Another study for retail service quality in departmental store, discount store, and supermarkets was done by Das, Kumar, and Saha (2010) in Kazakhstan. Yuen and Chan (2010) performed a study on a window curtain retailer in Hong Kong. Leen and Ramayah (2011) performed a study of apparel stores in Malaysia. Ahmad, Ihtiyar, and Omar (2014) performed a comparative study for grocery retailers in Malaysia and Turkey.
Although the scale proposed by Dabholkar et al. (1996) has a high construct reliability and validity, there is a need to look at its applicability for more countries, and in different contexts. This is so because each country is believed to have its own unique set of quality dimensions (Zhao, Bai, & Hui, 2002; Amin & Isa, 2008) with different levels of importance (Feinburg, de Ruyter, Trappey, & Lee, 1995) .
Customer Satisfaction
Customer satisfaction is a function of the discrepancy between a customer's expectations prior to purchase and their perception of the same service afterwards (Oliver, 1977 (Oliver, , 1980 Anderson & Sullivan, 1993) , and will be significant if the perception is placed at a higher level than the expectation. Customer satisfaction is found to be dependent on the quality of service offered to the customer and is one of the tools to increase value for customers www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 6, No. 4; 2014 (Sivadas & Baker-Prewitt, 2000 . More value for customer means higher satisfaction, which can benefit the retail organization in long run (Zeithaml, Berry, & Parasuraman, 1996; Cronin, Brady, & Hult, 2000) , and generate higher revenue (Aaker & Jacobson, 1994) .
The main challenges for service industry are service quality and customer satisfaction (Anderson & Sullivan, 1993; Hung, Huang, & Chen, 2003) . Customer satisfaction is a powerful intangible asset similar to service quality and can be achieved through the fulfillment of customer expectations (Oliver, 1980; Boulding, Kalra, Staelin, & Zeithaml, 1993; Bahia, Paulin, & Perrien, 2000; Homburg, Koschate, & Hoyer, 2006; Jayasankaraprasad & Kumar, 2012) . Researches have emphasized the significance of relationship between service quality and customer satisfaction (Cronin & Taylor, 1992; Taylor & Baker, 1994) , and found satisfaction to be the consequence of customer experience during service encounter (Anderson & Sullivan, 1993; Caruana, Money, & Berthon, 1998; Brady & Robertson, 2001; Jayasankaraprasad & Kumar, 2012 ).
Service quality and customer satisfaction are dissimilar constructs (Carman, 1990) , and yet related (Brady, Cronin, & Brand, 2002; Ranaweera & Neely, 2003) . Researchers have tested the significant relationship between service quality and customer satisfaction, and service quality was proposed to be an antecedent of customer satisfaction (Parasuraman et al., 1985 (Parasuraman et al., , 1988 Carman, 1990; Cronin & Taylor, 1992 Anderson & Sullivan, 1993; Caruana et al., 1998; Amin & Isa, 2008; Jayasankaraprasad & Kumar, 2012; Kitapci, Dortyol, Yaman, & Gulmez, 2013) . Brady and Robertson (2001) found service quality to be an antecedent of customer satisfaction for cognitively-oriented consumers, and a consequence for emotional consumers. The causal relationship between service quality and customer satisfaction is the subject of great academic debate and no unanimity has yet been reached (Bahia et al., 2000) . The researches have also specified customer satisfaction as a function of perceived quality and disconfirmation-the extent to which perceived quality fails to match prepurchase expectations (Olsen, 2002; Gustafsson, Johnson, & Roos, 2005; Rigopoulou, Chaniotakis, Lymperopoulos, & Siomkos, 2008; Cerri, 2012; Kitapci et al., 2013) . It has also been found that their purchase intention is more affected by quality which falls short of expectations, rather than the one which exceeds expectations (Anderson & Sullivan, 1993) .
Conceptual Model and Hypotheses Development
The conceptual model for the relationship between service quality in retail and customer satisfaction is demonstrated and tested as shown in Figure 1 . This model starts with Retail Service Quality Scale (RSQS) to measure hypermarket service quality; and consists of five dimensions (physical aspects, reliability, personal interaction, problem solving, and policy). It is developed based on the review of literature. Previous studies have found that service quality is an antecedent of customer satisfaction (Anderson & Sullivan, 1993; Cronin et al., 2000; Brady & Robertson, 2001) . Researchers have also found a significant relationship between physical environment and customer satisfaction (Babin & Attaway, 2000; Yuen & Chan, 2010; Kearney, Coughlan, & Kennedy, 2012; Kitapci et al., 2013) . In this context, physical aspects have a strong influence on customer satisfaction and revisit to the service provider (Jamal & Anastasiadou, 2009; Das et al., 2010) . This has led to the development of the following hypothesis:
H1: There is significant relationship between Physical Aspects and Customer Satisfaction.
Reliability has been found to have significant influence on customers, and is also a predictor of customer satisfaction (Jamal & Anastasiadou, 2009; Das et al., 2010; George & Kumar, 2014 Vol. 6, No. 4; 2014 14 keep their promises, it increases customer satisfaction (Yuen & Chan, 2010) . This has led to the development of the following hypothesis:
H2: There is significant relationship between Reliability and Customer Satisfaction.
The personal interaction of customers with service staff is important due to the intangible elements of services. It emphasizes the dependence of customers on service staff to solve their problems (Sharma & Stafford, 2000) . The staff attributes are vital to create a favorable impression in the customers' mind (Evanschitzky, Iyer, & Caemmerer, 2008; Huang, 2009; George & Kumar, 2014) . In this context, Das et al. (2010) and Kitapci et al. (2013) found that personal interaction has the strongest influence on customers to return to a retail store. This has led to the development of the following hypothesis:
H3: There is significant relationship between Personal Interaction and Customer Satisfaction.
Problem solving involves interaction between customers and employees, but is viewed as different from the personal interaction dimension because service recovery is considered to be an important element of positive customer evaluation (Kelley & Davis, 1994; Evanschitzky et al., 2008) . In this sense, Das et al. (2010) as well as Yuen and Chan (2010) found problem solving to have a strong impact on customer satisfaction if the professional staff helped them solve a problem. This has led to the development of the following hypothesis:
H4: There is significant relationship between Problem Solving and Customer Satisfaction.
Policy includes criteria for customer evaluation, such as quality of offerings, operating hours, credit options, and parking facilities (Evanschitzky et al., 2008) . Das et al. (2010) found a significant relationship between service quality and customer satisfaction and termed it as an important factor, which influences a customer to shop repeatedly at the same store.This has led to the development of the following hypothesis:
H5: There is significant relationship between Policy and Customer Satisfaction.
Methodology

Scale Development and Data Collection
A convenience sampling technique was used for this study. The survey was done in the city of Riyadh, which has the highest population in KSA. The respondents were customers of four hypermarkets having a majority market share in KSA. These are Hyper Panda, Carrefour, Al Othaim, and Lulu. Data was collected during different time periods to get a better representation of the shoppers. Out of 220 questionnaires distributed, 185 were obtained with responses for all items (84 percent response rate), and were considered valid for data analysis.
The Retail Service Quality Scale (RSQS) proposed by Dabholkar et al. (1996) was adapted for five constructs of service quality (physical aspects, reliability, personal interaction, problem solving, and policy). Based on the pilot study, one variable each for physical aspects and reliability were modified to increase appropriateness; and one variable each for personal interaction and policy were deleted due to their inapplicability in KSA. The modifications and deletions are shown in 
Physical Aspects
This store has clean, attractive, and convenient public areas (rest rooms, fitting rooms).
Modified and substituted
The store has access to clean and hygienic public areas (food court, play areas).
The store has access to sufficient amenities (elevators, escalators, restrooms, ATMs) to make the visit comfortable and pleasant.
Reliability
When this store promises to do something by a certain time, it will do so.
Modified
When this store promises to do something (offering, discount, etc.) by a certain time, it will do so. This store offers its own loyalty card.
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International Journal of Marketing Studies Vol. 6, No. 4; 2014 The items for customer satisfaction were also adapted from previous research (Bloemer & de Ruyter, 1998; Jayasankaraprasad & Kumar, 2012; Kitapci et al., 2013) . The construct had four items for the final study that identified how satisfied a customer felt with services provided by the retail format under consideration. All constructs were operationalized by using multi-item measures. A five-point Likert scale, ranging from "1= strongly disagree" to "5= strongly agree" was used. Demographic information was generated through the same instrument.
The items used for service quality and customer satisfaction have effectively measured the constructs on high level of reliability and validity in prior research. Table 2 provides information about the profiles of respondents for gender, age, qualification, and occupation. Out of total 185 respondents, 134 (72.43 percent) were males and 51 (27.57 percent) were females. The percentage of female respondents is less because the social norms don't allow male strangers to approach females (Tuncalp, 1988; Sohail & Shaikh, 2008 A reliability test was done using Cronbach's α. The value of Cronbach's α for the factors is 0.833, 0.843, 0.896, 0.818, 0.708, and 0.717 respectively. This is higher than the recommended value of 0.70 (Nunnally, 1978) .
Data Analysis
Demographic Profile
Factor Analysis
The validity of instrument was assessed using content validity and convergent validity. For this study, the content validity of instrument is acceptable because it was carefully constructed, validated and refined by Dabholkar et al. (1996) . The convergent validity was assessed using factor loadings and average variance extracted (AVE). The findings indicate that each factor loading of the reflective indicators ranged from 0.525 to 0.907 and exceeded the recommended level of 0.50 (Hair, Black, Babin, Anderson, & Tatham, 2006) . The AVE of all constructs was in the range of 0.43 to 0.76. This establishes the convergent validity for the measurement model of this study. The physical facilities at the store are visually appealing. 0.770
Materials associated with this store's service (shopping bags, catalogues or statements) are visually appealing.
0.681
0.713
0.616
The layout at this store makes it easy to find what you need. 0.542
The layout of this store makes it easy to move around comfortably. Note. * p< 0.05
Regression Analysis
Discussion and Conclusion
The objective of this study was to investigate the effect of service quality on customer satisfaction in the hypermarkets of Saudi Arabia. The results from exploratory factor analysis indicate that service quality consists of five dimensions (physical aspects, reliability, personal interaction, problem solving, and policy). For hypermarkets in Saudi Arabia, physical aspects play an important role in determining service quality, and are followed by reliability, personal interaction, problem solving, and policy.
The findings also have managerial implications. A good store layout and service material creates a better impression and positive attitude toward a retail store. The retail customers in Saudi Arabia look for a hypermarket which has modern-looking equipment, physical facilities, clean and hygienic public areas, sufficient amenities, and convenient layout. In other words, customers in Saudi Arabia are more concerned with physical aspects dimension than other dimensions as key driver in developing relationships with their stores. The results are consistent with past researches (Bitner, 1992; Babin & Attaway, 2000; Jamal & Anastasiadou, 2009; Das et al., 2010; Yuen & Chan, 2010; Kearney et al., 2012; Kitapci et al., 2013) . The retailers should focus on a single dimension with maximum impact, rather to lose focus by channelizing resources towards all of them.
The findings of this study reveal that the higher levels of service quality will have a significant effect on establishing customer satisfaction. The literature suggests a consensus on the implication of better service quality toward higher customer satisfaction. The findings are consistent with studies which found the significance of better service quality to increase customer satisfaction (Parasuraman et al., 1988; Dabholkar et al., 1996; Gomez, McLaughlin, & Wittink, 2004; Theodoridis & Chatzipangiotou, 2009; Jayasankaraprasad & Kumar, 2012; George & Kumar, 2014) . Although, hypermarket customers in Saudi Arabia were found to be satisfied with the service quality provided by their stores, still a possibility of customer shift to a competitor retailer exists. Therefore, hypermarkets need to improve their relationship with customers through improvement in customer-perceived service quality as it builds customer satisfaction. Researchers have highlighted the fact that if customers are satisfied, the tendency of positive word of mouth and loyalty is increased (Omar & Sawmong, 2007; Amin & Isa, 2008; Jamal & Anastasiadou, 2009; Cerri, 2012; Jayasankaraprasad & Kumar, 2012; Amin et al., 2013) . Hypermarket managers need to identify the proper target group, and discover which service areas need to be improved in order to gain competitive advantage and provide service quality, which results in customer satisfaction.
Limitation
This study has certain limitations, which can be an opportunity for future researches. The primary limitations are related to problem in questionnaire design, sampling and data collection in Saudi Arabia (Tuncalp, 1988) . The sample was chosen from a single city, which limits the generalizability of findings for the entire country or region. Also, majority of the respondents are male, which is not representative of the entire population. The present research provides a firm foundation for future work in these areas.
